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Predicting Intentions to Continue Using Travel Apps in the Post COVID-19
Crisis
Ahmed Chemseddine Bouarar, Smail Mouloudj, Asma Makhlouf, and Kamel Mouloudj
Faculty of Economics, Business and Management Sciences
University of Medea, Algeria

Abstract
In the era of information technology and the Internet, travel apps have become a significant
element influencing modern travel behavior. However, research in this context remains limited in
the tourism literature. This paper aimed to investigate the factors that influence intentions to
continue using travel apps in the post-COVID-19 crisis in Algeria. A convenience sample of 380
Algerian tourists was surveyed, and a total of 244 questionnaires were collected over three
months. The method used to test the proposed hypotheses empirically was the multiple
regression analysis using SPSS 26. Results showed that attitude, perceived behavior control
(PBC), degree of satisfaction, and trust had significant positive effects on tourists' intentions to
continue using travel apps in the Post COVID-19 pandemic. This paper presents a theoretical
contribution and affords practical recommendations relevant to academics and hospitality
practitioners.
Keywords: mobile applications, satisfaction, theory of planned behavior, tourism, trust
Recommended Citation: Bouarar, A. C., Mouloudj, S., Makhlouf, A., & Mouloudj, K. (2022).
Predicting intentions to continue using travel apps in the post COVID-19 crisis. In L. Altinay, O.
M. Karatepe, & M. Tuna (Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–
11). USF M3 Publishing. https://www.doi.org/10.5038/9781955833080
Introduction
Recently, the tourism industry has changed quickly to the Internet and information technology
(Quaglione et al., 2020). The interest in the tourism industry using mobile phone applications as
a medium to improve the tourism experience has witnessed a remarkable increase due to the
penetration of smartphones in the market and the development of high-speed wireless
networking technology (Lu et al., 2015). At the same time, mobile apps functions have become
more robust over time, permitting people to explore travel information and share their
experiences almost instantaneously (Chen & Tsai, 2019). In addition, with an increasing number
of users and a wide diversity of applications emerging, the smartphone is radically changing the
understanding and the current use of the transport network and tourism travel (Dickinson et al.,
2014). One of the changes to be noticed is that people rely on mobile apps before, during, and
after their traveling, which has increasingly impacted the tourism industry. Thus, the fast
ubiquitous intrusions of technology and the increasing use of mobile devices (i.e., smartphones)
have created a shift in consumer behavior.
Travels apps refer to mobile apps used in a typical travel context by using online mediums
(Xiang et al., 2015). Many travel-assisted tools are available on mobile app platforms. These
include searching for information that helps to establish a traveling plan and booking hotels,
1
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rooms, or flight tickets; likewise, reading reviews and feedback (Dickinson et al., 2015).
Furthermore, these apps provide additional features. However, notwithstanding the increasing
number of companies and industries investing in travel-related applications, there is insufficient
academic research on consumers' intentions to adopt these technological innovations (Lu et al.,
2015). Some studies have investigated users' intention to continue using travel apps (Choi et al.,
2019; Choi et al., 2020; Zhou et al., 2021). For instance, Zhou et al. (2021) applied the theory of
planned behavior (TPB), technology acceptance model (TAM), and motivation theory to
investigate the continued use intention of travel apps by the young generation. However, to the
best of our knowledge, few studies have addressed the determinants of users’ intention to
continue using travel apps in the post-COVID-19 pandemic era. Hence, to narrow down this
literature gap, this study is based on an extended model of TPB (Ajzen, 1991) by incorporating
two additional antecedents, the degree of satisfaction and trust into the model, to strengthen the
predictive power of the model regarding tourists’ intention to continue use travel apps in Algeria
as a developing country.
The study was guided by five questions: (1) Does attitude affect the users' intentions to continue
using travel apps? (2) Does subjective norm affect the users' intentions to continue using travel
apps? (3) Does PBC affect the users' intentions to continue using travel apps? (4) Does the
degree of satisfaction affect the users' intentions to continue using travel apps? (5) Does trust
affect the users' intentions to continue using travel apps? Consequently, this paper aims to
identify the key antecedent influencing the continued use intentions of mobile travel apps in the
post-COVID-19 crisis. More specifically, the objectives of this paper were to: (1) determine the
effect of attitude, subjective norm, PBC, degree of satisfaction, and trust on intentions to
continue using travel apps in the post-COVID-19 crisis; (2) develop and validate the extended
TPB model; and (3) answer calls of some researchers who called for future studies to consider
the travel apps adoption (e.g.; Zhou et al., 2021). This paper is organized as follows: In the next
section, we describe our research theoretical framework by presenting a literature review
regarding the constructs used in the conceptual model, including the hypotheses development.
Then, in the subsequent section, we provide the research methodology and presentation of results
and analysis. In the final section, we discuss our findings’ implications, limitations, and possible
future research.
Literature Review
Theory of Planned Behavior (TPB)
The TPB assumed three conceptual determinants of intention namely attitude, subjective norm,
and PBC (Ajzen (1991). The TPB extended the Theory of reasoned action (TRA) by adding a
measure of perceived control. The fundamental assumption of TRA is that people are rational
they can control their own behaviors and explore all kinds of information to consider the
meaning and repercussion of the behavior before performing any particular behavior (Fishbein &
Middlestadt, 1989). Hence, any behavior consists of: "(1) an action (or behavior); (2) performed
on or toward a target or object; (3) in a particular context; and (4) at a specified time or occasion"
(Conner & Sparks, 2005, p.170). In empirical researches, the TPB was employed to assess the
intention to use technology (Teo &Beng Lee, 2010), intention to learn artificial intelligence
(Chai et al., 2021), intention to use an online learning system (Mouloudj et al., 2021), intention
to use online food delivery services (Bouarar et al., 2021). In this context, Ajzen (1991) believes
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that the TPB can be expanded by adding other variables. In accordance with this, we will extend
the TPB into the context of travel apps by including satisfaction and trust to assess possible
connections to behavioral intention. Warshaw and Davis (1985, p. 214) defined behavioral
intentions as "the extent to which a consumer has made up the thoughts for indulging and
performing future action". The intentions to use travel apps are driven by multiple variables such
as consumer engagement (Tak& Gupta, 2021); offline brand trust (Albayrak et al., 2021);
information quality, perceived ease of use, and perceived usefulness (Chen & Tsai, 2019);
performance expectancy, facilitating conditions, and habit (Iskandar & Sia, 2020). Choi et al.
(2019)opined that increasing trust in travel apps should be viewed as a predictor for travel app
users’ utilization intentions.
Hypotheses Development
Attitude Towards Continuous Use of Travel Apps
Ajzen (1991, p.188) defined the term attitudes as "the degree to which a person has a favorable
or unfavorable evaluation or appraisal of the behavior in question." The term attitude in this
paper refers to general evaluation, either positive or negative, about the behavior that is exhibited
by using travel apps. According to Chang et al. (2016) the attitude towards the use of apps for
medical travel is influenced by perceived usefulness as well as perceived ease of use, and app
involvement. Attitudes can be reliable indicators for usage intention of online food delivery
services (Bouarar et al., 2021); intention to use apps for medical travel (Chang et al., 2016).
Ajjan et al. (2014) found that attitude towards utilizing technological innovation influences the
continual usage of enterprise instant messaging applications. Ratten (2015) demonstrated that
personal attitude of individuals influences the continual use of cloud computing for tech-related
organizations. Therefore, based on the previous discussion, it is reasonable to assume that:
•

Hypothesis 1: Attitude positively influences intention to continue using travel apps in the
Post COVID-19 crisis.

Subjective Norms
The authors, Bouarar and Mouloudj (2021, p.652) defined subjective norms as "the level of
social pressures exerted by a reference group that can influence a person's perception, feeling,
preference, judgments, attitude, intention, and behavior." When there is a new technology,
people may lack the knowledge or information to form opinion about it (Sawang et al., 2014).
Consequently, both intentions to use and reuse could significantly be affected by the opinions of
the significant others (such as friends). Kim et al. (2009) found that subjective norms are reliable
predictor of the intention to reuse-commerce websites. In medical tourism, it was found that
social influence has a signiﬁcant impact on the intention to use medical travel apps (Chang et al.,
2016). However, Lu et al. (2015) on the intention to use a medical travel application found that
social norms were an insignificant predictor of travel apps usage intention in China. Also,
Iskandar and Sia (2020) found that social influence does not exert any influence on intention to
use mobile apps for travel among generation Y in Malaysia. Therefore, the following research
hypothesis has been supposed:
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•

Hypothesis 2: Subjective norm positively influences intention to continue using travel
apps in the post-COVID-19 crisis.

Perceived Behavioral Control
The TPB considers perceived behavior control (PBC) as another element that can influence
human behavior (Bouarar & Mouloudj, 2021), which is determined as “a person’s perception of
the ease or difficulty of performing the behavior of interest"(Ajzen, 1991, p.183). The inclusion
of PBC to the TPB provides It provides an in-depth understanding of the barriers that prevent
people from acting and helps explain why intentions are not always a reliable indicator of
behavior (Conner & Sparks, 2005). As per Ajzen (1991, p.185), "the addition of perceived
behavioral control should become increasingly useful as volitional control over behavior
decreases." Ratten (2015) finds that PBC positively influences the continuance use of cloud
computing. Lu et al. (2015) revealed that perceived ease of use is a significant antecedent of the
intention to use travel apps, but smartphone self-efficacy was insignificant. Chang et al. (2016)
found that PBC has a signiﬁcant influence on medical travel app usage intention. In addition,
Albayrak et al. (2021) discovered that quality of service and system dimensions of mobile
applications have a significant impact on the intention to use travel booking apps through
perceived ease of use and perceived usefulness. Chen & Tsai (2019) discovered that information
quality as well as system quality and perceived convenience are significant factors that influence
the perception of ease of use, which subsequently influences the usage intention of mobile
tourism application. However, Bouarar et al. (2021) showed that PBC has an insigniﬁcant impact
on intention to use online delivery services for ordering food during the COVID-19 epidemic. In
addition, Kim et al. (2021) showed that PBC has no significant impact on the intention to utilize
online learning systems. Based on these studies, the following hypothesis is proposed:
•

Hypothesis 3: PBC positively influences intention to continue using travel apps in the
post-COVID-19 crisis.

Users’ Degree of Satisfaction
The theory of expectation confirmation (ECT) indicates that users’ level of satisfaction with use
is a key factor in determining their decision to repurchase or reuse (Gu et al., 2019). Users'
degree of satisfaction is influenced by expectation confirmation and perceived usefulness (AlEmran et al., 2020); service quality (Gu et al., 2019); hedonic motivation, price, information
quality, and promotion (Prasetyo et al., 2021). There aren't many studies that have integrated the
level of satisfaction of users in the TPB model to explain the intention to continue using travel
apps. The results of previous studies have indicated that the level of satisfaction is a significant
factor in the desire to continuously use smart home services (Gu et al., 2019); continuance
intention of using apps for food delivery (Alalwan, 2020; Al Amin et al., 2021); continuous
usage intention of travel apps (Choi et al., 2019; Choi et al., 2020). However, Al-Emran et al.
(2020) stated that satisfaction was not a significant predictor of the continuous intention of mlearning. Thus, the next hypothesis is:
•

Hypothesis 4: Users’ degree of satisfaction positively influences intention to continue
using travel apps in the Post COVID-19 crisis.
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Trustworthiness of a Travel App
Trust is another important predictor of user behavior and is important in the intention of travel
apps adoption. Trust refers to “the willingness of a party to be vulnerable to the actions of
another party based on the expectation that the other will perform a particular action important to
the trustor, irrespective of the ability to monitor or control that other party” (Mayer et al., 1995,
p. 712). It was considered as mediator between transaction-based satisfaction and repurchase
intention (Liang et al., 2018). Albayrak et al. (2021) demonstrated how offline brand trust has
both direct and moderator effects in formulating the intention to use mobile applications to book
travel. Choi et al. (2019) found that the trustworthiness that travel apps have been an important
antecedent for the continued use of travel apps. Kim et al. (2009) found that the level of
electronic trust is a determinant of the attitude towards using and the intention of customers to
reuse. Li & Tsai (2022) found that trusting belief has a positive effect on consumers' intention to
continue using the Airbnb services. The relation between trust and intention to use is consistent
with the empirical evidence when it comes to the online food delivery services (Bouarar et al.,
2021). This is why the following hypothesis is developed:
•

Hypothesis 5: Trust positively influences intention to continue using travel apps in the
Post COVID-19 crisis.

The summary of the hypothesized interactions between variables is shown in Figure. 1.
Figure 1. Research Model

Research Methods
Sample and Procedure
The sample comprised Algerian tourists’ who resided within six Algerian provinces (Algiers,
Blida, Bejaia, Setif, Constantine, and Oran); and who utilized travel apps within the last 24
months. The participants were approached via the following question: "I have used a travel
application within the past 24 months"; and only those who replied ‘Yes’ were considered in the
survey. Participants were selected using a convenience sampling approach. A self-administered
survey was conducted between September 10 and the close of November 2021. The survey
consisted of 380 questions were distributed to participants, of which 244 were usable. The
participants' profiles revealed that 135 (55.33%) participants were male, and 109 (44.67%) had
female. The 31–45 age group years was dominant with 132 (54.10%), followed by the age
5
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groups 18–30 years 51 (20.90%), 45–60 years 37 (15.16%), and 61 years or above 24 (9.84%).
Regarding the academic qualification, 103 (42.21%) of participants had completed bachelor’s
degree, followed by 86 (35.25%) have a secondary school level or less, then by those with
postgraduate degrees 55 (22.54%). Regarding monthly income, the income group of 4000160000 Dinars Algerian was 117 (47.95%), followed by the income groups of less than 40000
Dinars 82 (33.61%), and 60001 Dinars or above 45 (18.44%).
Measurement
Scales were adapted from previous studies. Attitudes toward the continuance of using travel apps
was assessed using three different items that were adapted from Bouarar et al. (2021). Subjective
norms were evaluated by using three different items from the study conducted by Nathan et al.
(2020). PBC determined using four different items that were that were adapted from a research
study presented by Mouloudj et al. (2021). User satisfaction was evaluated through three items
that were adapted from Alalwan's (2020). Intention to continue using was determined via three
questions that were adapted from Al-Emran et al. (2019) and Gu et al. (2019).
Table 1. Measurement of Constructs
Constructs
Attitude
Subjective
Norm

Perceived
Behavioral
Control
Satisfaction

Trust
Continuous
Intention

Measurement Item
ATT1For me, the continuance of using the travel app is good.
ATT2 For me, the continuance of using the travel app is rewarding.
ATT3 For me, the continuance of using the travel app is favorable.
SN1 People who are important to me think that I should continue to use travel
apps.
SN2 People who influence my behavior think that I should continue to use travel
apps.
SN3 People whose opinions I value, prefer that I should continue to use travel
apps.
PBC1continues using travel apps in the post-COVID-19 crisis are completely
within my control.
PBC2 I have the resources to continue using travel apps.
PBC3I have the ability to continue using travel apps in the post-COVID-19 era.
PBC4I have complete information about travel apps usage.
SAT1 I am generally satisfied with travel apps.
SAT2 I am extremely happy with travel apps.
SAT3 Overall, I was satisfied with the travel apps.
TR1 I trust the travel app.
TR2 I felt secure when ordering food via the travel app.
TR3 The information supplied through the travel app is trustworthy.
CI1 I intend to continue using travel apps in the post-COVID-19 crisis.
CI2 In the post-COVID-19 crisis, I intend to continue using travel apps than other
alternative means.
CI3 I strongly recommend others to utilize travel apps in the post-COVID-19
crisis.

Reference
Bouarar et al.
(2021)
Nathan et al.
(2020)

Mouloudj et
al. (2021)

Alalwan
(2020)
Bouarar et al.
(2021)
Al-Emran et
al. (2019);
Gu et al.
(2019)

A five-point Likert scale was used to assess all items that range between from “total
disagreement (1) to total agreement (5).” The questionnaire was first prepared in English before
being transliterated in Arabic with the help of two specialists. A test pilot was conducted to an
appropriate sample of 20 participants to verify the accuracy of the questions. The results of pilot
test reveal that our research instrument is intelligible and can effectively serve the purpose of
collecting the sample data. The constructs measurement is shown in Table 1.
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Results
As is evident in Table 2, the mean values (where 1 is the lowest and 5 is the highest) of
responses to the six constructs show that the participants have a high positive attitude, trust, and
continued intentions to use travel apps as shown by the average value for 3.688, 3.479 and 3.845,
respectively. The mean value of users’ degree of satisfaction was found to be 3.155 (moderate
level). Additionally, the mean values for the subjective norms were determined at 2.513.
Nevertheless, it was discovered that the mean value of PBC (2.476) was significantly lower,
which means that participants don't possess a greater level of confidence in their ability to keep
using the travel apps.
Table 2. Descriptive Statistics, Reliability, Multicollinearity, and Collinearity Test
Constructs
ATT
SN
PBC
SAT
RT
CI

Mean
3,688
2,513
2,476
3,155
3,497
3,845

Std. Dev.
,906
,715
,833
,850
,883
,821

Cronbach’s A.
0.916
0.700
0.807
0.948
0.928
0.885

Skewness
-1,063
,910
,747
-,728
-,996
-1,080

Kurtosis
,843
1,012
,529
,227
,557
,967

Tolerance
,390
,461
,465
,481
,459
-

VIF
2,562
2,172
2,148
2,079
2,178
-

In the table below, Cronbach's Alpha values for all factors varied in the range of 0.70 and 0.94
and exceeded the threshold of 0.60(Malhotra, 2010). In addition, a normal distribution is an
important assumption for multiple regression models. The regression reliability results require
the data to be normally distributed. Based on Byrne (2016), the distribution that was found to be
normal when both skewness as well as Kurtosis values were close to zero, and the skewness
statistic that ranged from± 2 and kurtosis between ± 7. The results revealed that skewness varied
in the range of -1.080 and 0.910, and kurtosis was ranging from +0.227 and +1.012, which
means that the information used for the study were normally distributed. Furthermore,
multicollinearity may impact any regression model that has multiple predictors. Multicollinearity
is a condition when two explanation variables and more within a multi regression model are
extremely linearly connected. The results demonstrated that tolerance value ranged from 0.57
and 0.65, was higher than the threshold level of 0.2; while variance inflation factor (VIF) varied
from 1.52 and 1.72, suggesting that the VIF is not greater than 5; which indicate that
multicollinearity does not pose an issue that is serious with our approach (Hair et al., 2013).
In order to test the hypotheses of our study, a multiple linear regression was used. The
hypotheses testing results are summarized in Table 3.
Table 3. Summary of Regression Analysis to Predict the Intentions to Continue Using Travel
Apps (N = 244)
Model
(constant)
Attitude (ATT)
Subjective norm (SN)
Perceived behavioral control (PBC)
Satisfaction (SAT)
Trust (RT)

B
,554
,333
-,086
,142
,356
,230

t
3,837
7,447
-1,639
3,186
8,284
5,425

Sig.
,000
,000
,103
,002
,000
,000

Decision
H1 supported
H2 not supported
H3 supported
H4 supported
H5 supported

Dependent Variable: Intentions to continue. Independent variables: ATT, SN, PBC, SAT, TR.
Notes: Model summary: R = 88.0%; R Square = 77.4%; Adjusted R Square = 76.9%; F = 162.601; P = 0.000 (p<0.05).
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As is evident in Table 3, it indicates that attitudes exert an impact direct and positive impact
informing an intention to continue using travel apps in the post-COVID-19 crisis (t = 7.447, β =
0.333), consequently H1 is supported. The results show that PBC has an immediate and positive
impact on the on forming intention to continue use travel apps in the postCOVID-19 era (t =
3.186, β = 0.215), and satisfaction (t = 8.284, β = 0.356), Thus, H3 and H4 are both supported.
The results also indicate that trust has a positive and direct impact in forming an intention to
continue using travel apps in the post-COVID-19 crisis (t = 5.425, β = 0.230), therefore H5 is
accepted. On the other hand, the effect of subjective norms on forming an intention to continue
using apps for travel in the post-COVID-19 era was determined to be statistically not significant
(t = -1.639, β = -0.086, p=0.103), in this instance, H2 was not supported. The R square that is
adjusted indicates the power of explanation for any predictor variable(s) for the corresponding
concept. The attitude, PBC, satisfaction, and trust account for 77% of intention to continue using
travel apps (R2 = 0.774).
Discussion, Implication, and Conclusion
This paper aimed to predict the continuance intention of using travel apps in the post-COVID-19
crisis in Algeria. To this end, a sample of 244 customers who used travel apps in the past 24
months was selected. The study has adopted the TPB as the basic theoretical foundation and
additionally attempted to incorporate additional constructs (users’ degree of satisfaction and
trustworthiness of a travel app) in measuring its relevance in predicting behavioral continuance
intention to use. Our model was able to support hypotheses H1, H2, H4, H5 and confirmed the
two constructs of TPB (attitudes and subjective norms), and the two additional constructs, which
had a significant positive impact on customers' intention to continue using the travel apps. The
results of the empirical investigation show that satisfaction is the primary significant aspect in
the intention of continuingly using travel apps, and the four factors combined explained 77.4% of
continued intention variance.
It was concluded that attitude is an essential predictor of the intention to continue usage of travel
apps in post-COVID-19 crisis. This finding is consistent with the studies conducted by Ajjan et
al. (2014) and Ratten (2015), whose studies also discovered a significant relationship between
attitude and continual usage. Simultaneously, the PBC is the significant factor in the intention of
continuing to use travel apps. This result assured that the PBC has a significant positive
relationship with the study carried out by Chang et al. (2016), which found that PBC influences
travel app usage intention. Choi et al. (2019) discovered that benefits from functional
accessibility, ease of use, and enjoyment were the major factors participants used and reused
apps for travel-related reasons. However, according to Kraft et al. (2005), the significance of
PBC as an indicator of intent is in some ways over the estimated. The degree of satisfaction that
users have is also a reliable predictor of continuous intention to use travel apps in the postCOVID-19 pandemic, as satisfied users will be more likely to back to the same travel application
regardless the availability of alternative apps in the market. Recent studies have revealed that
satisfaction is a major indicator of the users' continuance intention (Alalwan, 2020; Al Amin et
al., 2021; Choi et al., 2019; Choi et al., 2020; Gu et al., 2019). Finally, the findings revealed that
trust has a positive impact on continuance intent to utilize travel apps. The previous studies have
found that trust is an important indicator of a consumer's continuance intention (Choi et al.,
2019; Kim et al. 2009; Li & Tsai, 2022; Liang et al., 2018).
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However, the present study found no connection between the subjective norms and intention to
continue using travel apps in the post-COVID-19 era. This is in the same direction as the study
conducted by Lu et al. (2015), who found that social norms have not influence in the intention to
use travel apps. However, this result is in stark contrast with other studies where subjective
norms significantly influence intention to use travel apps (Chang et al., 2016) and intention to
reuse it (Kim et al., 2009).
Managerial Implications
The results indicate that users with a positive attitude towards travel apps are much more likely
to form continuous intention to use these apps. Therefore, users need to be encouraged to
develop an optimistic attitude toward travel apps. The starting point of developing a positive
attitude is to s to recognize the current attitudes towards those applications and systems. Certain
users, for example, may have negative attitudes because they believe these apps are costly. Thus,
travel agencies need to convince their customers that their service is worth it and ensure that the
price the users pay is equal more than what they get in the return. It was also found that PBC
exerts significant effects; accordingly, we recommend that travel agencies must advertise their
services by informing all potential users about their services. They should also provide
information and explanations to those who aren't knowledgeable about the methods used by
travel systems and apps, by guiding how to use these apps, simplifying the process to seem as
easy as possible and not as complex as they might think. In addition, the results indicated that
satisfied users showed greater continuous intention to use travel apps. It is therefore crucial to
ensure that users are able to spread the "word of mouth" (WOM) regarding the travel app to their
friends as it's a type of marketing strategy which increases awareness among the general public.
For instance, users with an extremely high level of satisfaction are more likely to share positive
things, make positive online posts and even write a positive online review regarding the travel
app. Finally, the study indicated that confidence with travel apps play an important part in
generating continuous intentions to use them. Thus, travel agencies should concentrate on
building good trustworthiness of travel apps to encourage intention of continued use. Those
working in travel platforms should diligently strive to gain users' confidence and enhance their
reputation and image through strict adherence to services quality and fair price. The people who
work on travel platforms must be diligent in their efforts to earn the trust of users and improve
their credibility and image by ensuring a strict adherence to quality services and a reasonable
cost.
Limitations and Future Research Directions
This paper has some limitations. First, this study incorporates only two additional constructs with
TPB. Future studies should incorporate other factors like WOM, perceived value, perceived ease
of use, etc. Second, the study was conducted in a unique setting where COVID-19 was known to
be a prevalent issue. This means that this issue in post-the COVID-19 pandemic might be worth
a closer look. Third, the findings may not be generalized to various situations. Thus, the study
model could be studied in different contexts (different social, cultural, and economic contexts).
Fourth, despite the significant importance of using the TPB in such research, the a merging TPB
with other theories like the innovation diffusion theory, model of value-attitude-behavior, and/or
technology acceptance model, might strengthen the interpretive power to predict users'
continuous intention to use travel apps.
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